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Abstract 
Management scholars and practitioners became increasingly concerned about the effective management of customer 
relationships since the recent emergence of customer relationship management (CRM) and the relevant software industry in the late 
1990s. This study is driven by the urge to explore the potential mechanisms to leverage and actualize this promising approach – 
CRM, efficiently as a performance generator for firms following recent research directions. In the light of these arguments in this 
study, a unified framework where OLC is proposed as an organizational process linking CRM to performance is developed and 
empirically tested among 103 organizations in the banking sector in Turkey.  
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1. Introduction 
Management scholars and practitioners became increasingly concerned about the effective management of 
customer relationships since the recent emergence of customer relationship management (CRM) and the relevant 
software industry in the late 1990s (Rapp et al., 2010). CRM is an organizational process that integrates employees, 
organization, business processes, market orientation and information communication technologies, in order to 
establish, maintain and enhance customer relationships which allow firms to access, store and utilize customer data 
following its detailed analysis (Hart et al., 2004; Khodakarami and Chan, 2014; Jayachandran et al., 2005). 
Particularly, CRM uses information technologies as a coordinating tool to maximize customer value and relationship 
maintenance (Chang and Ku, 2009). However, besides the technical tools, firms need to create an infrastructure that 
supports and promotes learning in the firm which is suggested to be a critical factor for establishing and maintaining 
good relationships with customers (Stein and Smith, 2009). These relationships are mainly dependent on the creation, 
acquisition and integration of knowledge which improve the firm’s ability to interact with customers, develop new 
resources and capabilities and adaptively learn to proactively serve the customers and accordingly contribute to firm 
performance (Garrido-Moreno and Padilla- Melendez, 2011). Literature implicitly hints that exploring new ways of 
achieving results, developing shared interpretations, ensuring synergistic information diffusion and timely gathering 
and integration of knowledge into the firm create a proactive strategy of organizational learning which is crucial for 
the successful implementation of CRM (Baker and Sinkula, 1999; Herhausen and Schögel, 2013).    
 
It has long been emphasized that the shift from product or transaction based approach towards the long-term 
customer relationships based approach is a more profitable way of conducting business (Garrido-Moreno and Padilla-
Melendez, 2011). Accordingly CRM has been established as a cost, time and resource effective business strategy in re-
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establishing connections with existing as well as new customers (Chen and Popovich, 2003). Research highlights that 
approximately $13 billion was spent worldwide on CRM implementation and projects a continuing growth in demand 
for CRM (Raman et al., 2006). Despite the recognition that customers offer a unique economic value to the firms and 
the consequent substantial increase in CRM investments (Ngai, 2005), there has been limited effort to highlight the 
organizational outcomes of this customer centric approach (Mithas et. al., 2005). Although some academic research 
specifically highlighted the positive relationship between CRM and performance, some studies suggested 
contradictory results regarding the implementation of CRM processes and firm performance. Indeed approximately 
%70 of CRM projects do not lead to any performance improvement and may even result in losses (Reinartz et al., 
2004). These contradictory results suggest the limited empirical research investigating the influence of CRM in 
organizational performance (Rapp et al., 2010). The rising skepticism regarding the value of CRM for firms hints at 
the need to investigate the complementary firm resources, competences or processes that synergistically couple with 
CRM technology in order to create durable customer relationship which serve to enhance firm performance (Chang et 
al., 2010). Particularly, previous literature emphasize that the development of a dynamic organizational process which 
enables the creation, acquisition, retention, and integration of knowledge for leveraging resources and capabilities 
contributes to the successful management of customer knowledge as well as customer relationship (Cambra-Fierro, 
2011). Since the main objective of CRM is to identify the high value customers, collaborate with them to gather and 
integrate information on customers, anticipate new customer needs and deliver customer value through tailored 
products and services, it requires a strong grasp of tacit knowledge. Therein firms need to establish an infrastructure 
where technology resources embedded within CRM is deployed in collaboration with complementary knowledge 
resources in order to develop a performance generating process (Rapp et al., 2010).  These suggestions make CRM-
OLC link an emerging field of inquiry (Keramati et al., 2010), which drives the primary research motivation for this 
study. Accordingly the predominant premise of this study is to underline that provided the necessary strategic 
organizational conditions which enable the acquisition, dissemination and shared interpretation of knowledge, more 
explicitly the dynamic organizational learning capability (OLC), CRM can be transformed to an outstanding 
organizational asset for the creation and retention of customer value and higher firm performance.  
 
In light of these arguments, this research serves to a threefold purpose. Firstly, although the literature suggests that 
knowledge management initiatives (Garrido-Moreno and Padilla-Melendez, 2011), organizational information 
processes relevant to CRM (Jayachandran et al., 2005), organizational routines that guide behavior and actions 
(Chang, 2007), past experience (Hart et al., 2004), customer knowledge orientation (Stein and Smith, 2009), 
knowledge creation (Khodakarami and Chan, 2014) and shared vision (Peltier et al., 2013) promote the successful 
CRM  applications, few studies considered all these elements under the umbrella concept OLC as a leveraging 
variable which promotes CRM and translate it to firm performance. Second, previous studies in the literature have not 
come to a consensus regarding the positive performance outcomes of CRM (King and Burgess, 2008). There is little 
empirical research effort to identify organizational factors and particularly OLC as an underlying ability through 
which CRM can translate into firm performance (Herhausen and Schögel, 2013). Hence there is an urge to determine 
the cause of the contradictory results regarding the success or failure of CRM (Raman et al., 2006). Specifically, there 
appear growing concerns regarding how to incorporate more effective approaches in the implementation of CRM 
applications so that it boosts firm performance (Herhausen and Schögel, 2013).  Third, few studies up to date have 
regarded CRM as an holistic organizational process and analyzed its performance outcomes through empirical data 
(Khodakarami and Chan, 2014). No research has empirically tested these relationships between OLC, CRM and firm 
performance. Hence this study aims to fill these gaps through conceptually developing and empirically testing a model 
in which OLC acts as an enhancing factor for the performance improvement through CRM in the banking sector in 
Turkey.  
2. Theoretical Framework and Hypothesis Development 
Despite the abundant research on CRM  the precise meaning of CRM is not yet clear nor a definite conceptual 
framework underpinning CRM is existent (Sin et al., 2005). Some studies consider CRM as an IT solution and a 
technological asset to communicate with customers (Keramati et al., 2010), some regard as a customer communication 
tool (Chen and Popovich, 2003), some suggest that it is an information gathering and sharing platform (Mithas et al., 
2005), and some studies think of it as an organizational resource in the relationship building with customers (Ryals, 
2003). However, the one-sided evaluation of CRM prevents its successful implementation and constitutes a barrier for 
firms to leverage CRM as a performance generating strategic integrative framework. This study argues that CRM is a 
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multifaceted concept that embeds not only one of these aspects but holistically integrates marketing effort, 
technological resources and business processes in order to i-) build strong customer relationships, ii-) gather and 
transform all the relevant information regarding customer transactions, iii-) develop a system for the storage and 
retrieval of this customer knowledge according to the information processing rules and organizational policies, iv-) 
integrate different functions (marketing, operations, sales, customer service, human resources, R&D, IT and finance) 
to coordinate and focus on adding superior value to customers, and v-)  establish an organizational culture to facilitate 
synergistic knowledge sharing, shared interpretations and collective memory throughout the organization  (Mithas et 
al, 2005; Chen and Popovich, 2003; Chang  and Ku, 2009; Stein and Smith, 2009; Raman et al., 2006).  
 
Literature indicates that the inability to facilitate the organization-wide integration and transfer of customer 
knowledge and communication of this knowledge to all of the value chain partners results in an unsuccessful CRM. 
Yet, this requires an organizational learning capability which integrates organizational functions and all shareholders 
at strategic, operational and tactical levels with the goal of transforming customer transactions into information and 
information into knowledge, communicating this knowledge effectively across all organizational touch points, 
generating collective value-added solutions (Peltier et al., 2013). Hence organizational learning capability directs 
organizational members, departments as well as resources to be engaged in an adaptive and generative learning 
process, to coordinate and integrate for the achievement of superior customer value through customer orientation, and 
generate a culture of openness and renewal (Jerez-Gomez et al., 2005). Therefore researchers indicate that OLC 
constitutes an integrative framework  for the systematization of CRM through knowledge capture and use, proactive 
anticipation of continuously changing customer needs, incorporation of adequate value proposition for increased 
loyalty and satisfaction, and the adoption of a systems orientation aligning organizational members towards a shared 
customer-oriented vision (Garrido-Moreno and  Padilla-Melendez, 2011; Raman et al., 2006).  
2.1. The Relationship Between Organizational Learning Capability and CRM 
Scholars agree that implementing customer oriented strategies, or leveraging technology to engage in the gathering, 
analysis and application of customer knowledge for maximizing the customers’ lifetime value is not satisfactory in 
generating and maintaining mutually beneficial customer relationships. Indeed, i-) failure to integrate CRM into the 
firm’s overall strategy, ii-) lack of alignment of internal and external processes, iii-) inability to develop common 
interpretation of knowledge and iv-) the missing collective effort to embed customer-orientation into organizational 
culture prevent the successful implementation of CRM (Garrido-Moreno and Padilla-Melendez, 2011; Stein and 
Smith, 2011). Thus, there appears theoretical evidence that OLC may positively relate to CRM in order to enable 
higher customer value, satisfaction and loyalty.  
 
OLC establishes an organizational culture where the existing mental models regarding the collection, retention and 
utilization of customer knowledge are gradually replaced with new ones in order to better exploit market opportunities 
which translate customer needs into value added offerings. This way firms can dynamically generate new ways of 
collecting, interpreting and utilizing customer knowledge and enable synergistic diffusion of this knowledge, mutual 
comprehension through an organization-wide integration (Cambra-Fierro et al., 2011). OLC also imposes an open 
minded approach which boosts the willingness to critically evaluate the organization’s operational routines and 
achieve an integrated organization-wide, customer-oriented, technology-supported and cross functional CRM (Shieh, 
2011). A shared vision of open-mindedness throughout the organization does not just focus on collecting and utilizing 
customer information rather allows the organizing of functional components so that they better fit with the external 
knowledge environment, better leverage their stock of knowledge and experience into customer support processes, 
continuously renew and adapt according to environmental fluidity and accordingly create, widen and improve flexible 
solutions to all stakeholders (Mithas et al., 2005; Chen and Popovich, 2003). Besides, OLC enables continuous 
reconstruction of meaning and transformation of the organizational processes within a common direction for 
proactively satisfying customers and their needs. Such that OLC facilitates engagement of internal and external 
partners in the CRM process, bringing the members together around a common identity with the existence of a 
collective conscience that allows the firm to better communicate customer knowledge as well as more effectively 
deploy resources in response to customers latent needs (Chakravorti, 2009; Slater and Narver, 1995). An efficient flow 
of knowledge between operational departments facilitate the sorting and categorization of customer data for analysis. 
This results in higher CRM performance through better services enabled by a holistic view of the customer and an 
integrated vision throughout the organization. Involvement of the organization as a whole in establishing and 
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implementing a joint vision leads to an increased motivation to serve for the common purpose of value generation 
through customer satisfaction.  Therefore the following hypothesis is proposed; 
H1: Organizational learning capability  has a positive relationship with CRM. 
2.2. The Relationship Between CRM and Firm Performance 
There is a shared understanding regarding concerns on how to translate CRM processes into a performance 
generating business strategy in the literature (King and Burgess, 2008). Recently several studies directed research 
effort to explore the means through which CRM leads to an increased firm performance (Chang, 2007; Campbell, 
2011). CRM enforces organizational structures and incentives to provide the ability to build and sustain long term 
customer relationships. Yet successful CRM applications also incorporate the collaborative processes that create 
synergy between the technological assets, organizational processes, and functions ensuring intra-organizational 
coordination and integration. This leads to the effective acquisition, dissemination and sharing of customer knowledge 
which encourages collective action towards the satisfaction of customer (Kohodakarami and Chan, 2014). Superior 
customer value and relationships through CRM are translated into firm performance via shorter sales cycles, lower 
service costs, and faster market acceptance of product/service, higher market share and better return on investment 
(Rapp et al., 2010).  Furthermore, CRM process implementation facilitates firms to adjust their interactions according 
to the life-cycle stages of customers through an inclusive synthesis of strategic vision which encapsulates all 
organizational functions as well as external partners (Reinartz et al., 2004). CRM establishes a platform through which 
organizations manage the initiation, maintenance and termination of relationships with their customers (Mithas et al., 
2005). The formation of a standardized and strategically integrated approach in determining the key customers of 
strategic significance and their customer life time value, real time sharing of all related knowledge within departments 
and the allocation of the relevant resources for their use in order to most effectively satisfy key customer needs (Sin et 
al., 2005). This way firms are better able to align the resources spent for and profits obtained from the same customer. 
Hence through CRM firms balance the customer lifetime value with the commitment of resources, level of 
personalization according to specific customers and environmental demands, and accordingly develop well conceived 
marketing  strategy along with the ability to execute them (Chang, 2010). These efforts result in increased 
profitability, increased revenue per customer, higher retention rate, and decreased cost and time to serve customers 
(Agrawal, 2003). Based on the highlighted arguments the following hypothesis is proposed; 
H2: CRM has a positive relationship with firm performance.  
2.3. The Relationship Between OLC and Firm Performance 
Organizations that embrace strategies consistent with the learning organization are thought to achieve improved 
firm performance (Ellinger et al, 2002; Calantone et al, 2002). OLC establishes a mechanism through which 
coordination and combination of resources and capabilities is achieved decreasing time and cost of identifying market 
needs, satisfying customer requirements and responding to changes in the environment by added-value (Prieto and 
Revilla, 2006). This way also the experimentation and the freedom of the employees to take initiatives in improving 
their business processes, interactions with the external as well as internal environment and responsibility enhances the 
commitment and satisfaction of employees resulting in increased firm performance (Chiva and Alegre, 2009). 
According to Baker and Sinkula (1999) the direct influences of organizational learning can be listed as; (1) the 
promotion of generative learning as a core competency as a result of knowledge creation, (2) the questioning of long-
held assumptions such as to always follow market-oriented strategy, instead try to lead the market with new product 
development strategy for instance, (3) the realization that customer satisfaction cannot always be maximized with 
customer feedback mechanism but innovative disruptions are needed. Also, OLC promotes managers to focus on 
specific interventions required to develop learning such as training, seminars, weekly meetings, team works, 
collaborative projects to clearly articulate the mission, vision and goals of the organization (Goh, 2003). This way 
OLC, encourages the creation of a shared vision among employees facilitates the understanding of the gap between the 
current stage and vision of the organization hence leads to an increased effort for productivity. Hence the following 
hypothesis is suggested: 
H3: OLC has a positive relationship with firm performance. 
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Figure 1. Conceptual Model 
 
 
 
 
 
 
 
 
 
 
 
3. Research Method 
3.1. Sample and Data Collection 
The data used to test the hypotheses are drawn from the organizations operating within the banking sector in 
Turkey. We limited the empirical investigation to banking sector which represents the service sector and consumer 
markets because business-to-business relationships are characterized by a limited number of customers and a 
dependence on salespeople as the major transaction medium between firms and clients. The initial sample consisted of 
300 executives in total, in the marketing or CRM departments of the banks residing in the Marmara Region of Turkey. 
The firms were selected by coincidental sampling and contacted through the database of Turkish Banks Association. 
Surveys were sent to 153 key informants in charge of CRM activities at their banks who agreed to participate in this 
research by e-mail.  Yet, of the 153 surveys sent there were 124 returns, among which 21 were deleted due to 
incomplete and inconsistent information, leaving 103 usable returns (a response rate of 34,3%).  
 
The general managers of the firms were contacted by telephone as a pre-notification of the survey and were 
announced about the immitent arrival of the survey as well as the aim of the study. The assurance of anonymity and 
confidentiality regarding any data of their company or specifically products to be undisclosed and the premise that a 
report of the results and implications will be sent to the respondents in case they request, aimed at increasing the 
motivation of informants to cooperate without fear of potential reprisals. In addition, a comparison of the early and 
late respondents to the survey indicated no significant differences of these two sets, enabling our research to conclude 
that the likelihood of non-response bias is minimal (Armstrong and Overton, 1977).  
3.2. Measures 
The methodology consistently entails the adoption of a survey research method. A survey was conducted to 
validate the proposed relationships ascribed in the hypotheses and to develop a reliable discussion coextending with 
the findings attained. All the measures used in this study were drawn from existing literature and were translated and 
adapted for the context of this research. For the purpose of eliminating flexibility in the survey which would breed 
inconsistency and to provide a common understanding of the questions for each respondent, the parallel-translation 
method is used. The suitability of the survey form prepared in Turkish was then subject to a pilot study with 20 
respondents working in the finance sector. After taking into consideration the expert comments on the improvement of 
the surveys and the necessary refinement, the surveys were distributed to the research sample. All measures were 
estimated through respondents’ perceptual evaluation on a five-point Likert scale, which was anchored by the end 
points of “strongly disagree” (1) to “strongly agree” (5).   
 
The OLC scale consisting of 16 items has been adopted from the study of Jerez-Gomez et al., (2005) which 
comprises four dimensions namely; managerial commitment (5), systems perspective (3), openness and 
experimentation  (4), and knowledge sharing and integration (4). Next, CRM was operationalized using 18 items 
adapted from Sin et al. (2005). Specifically four dimensions are used; key customer focus (4), CRM organization (5), 
[H1] [H2] 
[H3] 
Organizational Learning 
x Managerial commitment 
x Systems Perspective 
x Openness and 
Experimentation 
x Knowledge sharing and 
integration 
CRM 
x Customer focus 
x CRM organization 
x Knowledge 
Management 
x Technology-based 
CRM improvement 
Firm Performance 
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knowledge management (4), technology-based CRM (5). Utmost, in measuring the firm performance we adopted 
Ellinger et al.’s (2002) measures which captured 11 questions assessing the financial and non-financial aspects.  
4. Data Analysis and Results 
4.1. Measure validity and reliability 
Following the data collection, all measurement scales were evaluated based on the following criteria; 
unidimensionality, convergent and divergent validity and reliability. First, since the scales were used with a new 
sample, the measures were subject to exploratory factor analysis in SPSS 19.00. The best fit of data was obtained with 
a principal component analysis utilizing varimax rotation. Convergent validity, which shows the extent to which 
measures of a construct are indicative of the direction and size of that construct, is analyzed through factor analysis 
(Keramati et al., 2010). In order to obtain individual constructs, factors with eigenvalues greater than one are 
considered as significant (Olson, Slater, & Hult, 2005). Table 1 presents the results of the exploratory factor analysis. 
Hence it reveals that after the elimination of 7 indicators which load to more than one factor 37 indicators load 
significantly on 9 factors having factor loading between 0.57 and 0.91 and with a total variance explained 72.4%. 
Furthermore, the Kaiser-Meyer-Olkin test which informs the researchers about the adequacy level of the scales is 0.88. 
Consequently, the presented items of the measurement scale were found to be appropriate to measure the variables 
given in the model. 
Table 1. The Results of the Exploratory Factor Analysis 
KMO: 0.88 
Total Variance Explained: 72,4% 
1. 2. 3. 4. 5. 6. 7. 8. 9. 
MC1 0,77         
MC2 0,73         
MC3 0,72         
MC4 0,65         
SP1  0,91        
SP2  0,88        
SP3  0,84        
OE1   0,80       
OE2   0,77       
OE3   0,77       
OE4   0,67       
KSI1    0,80      
KSI2    0,78      
KSI3    0,68      
KSI4    0,578      
CF1     0,89     
CF2     0,86     
CF3     0,83     
CF4     0,79     
CRMO1      0,71    
CRMO2      0,64    
CRMO3      0,67    
CRMO4      0,61    
CRMO5      0,60    
KM1       0,88   
KM2       0,88   
KM3       0,69   
T-CRM1        0,87  
T-CRM2        0,86  
T-CRM3        0,85  
T-CRM4        0,75  
T-CRM5        0,68  
Perf1         0,88 
Perf2         0,87 
Perf3         0,87 
Perf4         0,86 
Perf5         0,86 
Perf6         0,85 
Perf7         0,83 
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Perf8         0,80 
Perf9         0,69 
Next, we calculated means and standard deviations for each factor and created a correlation matrix as shown in 
Table 2. The means and standard deviations are within the expected ranges. The correlation analysis shows that all of 
the constructs each differing from each other as a factor, are significantly related to each other when one-to-one 
correlations are considered; and the relatively low-to-moderate correlations provide further evidence of discriminant 
validity. To ensure the reliability of measurement instruments Cronbach`s Alpha values are used. As shown in the the 
diagonal of the Table 2 Cronbach’s alpha of all constructs exceed the standard of 0.70 as the lower threshold of 
acceptability (Nunnally and Bernstein, 1994).  
Table 2. Factor correlations, means, standard deviations and Cronbach’s alphas 
Factors Mean  S.D. 1 2 3 4 5 6 7 8 9 
MC 3.48 0.76 α=.68 
SP 3.24 0.86 .57** α=..85 
OE 3.73 0.78 .69** .57** α=.74 
KSI 3.55 0.75 .63** .54** .68** α=.68 
CF 3.79 0.83 .48** .46** .50** .58** α=.86 
CRMO 3.26 0.84 .50** .50** .61** .54** .48** α=.86 
KM 3.79 0.78 .53** .51** .55** .65** .69** .58** α=.75 
T-CRM 3.87 0.80 .56** .43** .56** .63** .60** .66** .67** α=.85 
FP 3.72 0.80 .45** .45** .56** .54** .52** .63** .65** .69** α=.94 
**p<0.05, MC: Managerial Commitment, SP: Systems Perspective, OE: Openness and Experimentation, KSI: Knowledge sharing and Integration, 
CF: Customer Focus, CRMO: CRM orientation, KM: Knowledge management, T-CRM: Technology-based CRM, FP: Firm performance. 
4.2. Results 
To test the hypotheses, we employed regression analyses through SPSS 19.00 and the results are presented in Table 
3 and 4. Through the regression analyses we first investigated the positive relationships between the OLC dimensions 
and CRM dimensions. Second, we tested the relationship between OLC dimensions and firms performance. Lastly, we 
tested the relationship between CRM dimensions and firm performance. First and foremost the Durbin-Watson 
statistics shows no sign of serial correlation meaning that the error terms are uncorrelated or independent. The results 
reveal that the relationship between OLC and CRM is positive and significant. Explicitly; i-) customer focus is 
positively related with systems perspective approach (p=.10, β=.19) and knowledge sharing and integration (p=.02, 
β=.37); ii-) CRM orientation is positively related openness and experimentation culture (p=.01, β=.38) and knowledge 
sharing and integration (p=.10, β=.18); iii-) knowledge management is positively related with systems perspective 
approach (p=.09, β=.16) and knowledge sharing and integration (p=.00, β=.43); and iv-) technology-based CRM is 
positively related with managerial commitment (p=.07, β=.21) and knowledge sharing and integration (p=.001, β=.39). 
Therefore, H1 is supported. However H3 is partially supported since only openness and experimentation (p=.04, 
β=.27) and knowledge sharing and integration (p=.03, β=.25) have positive and significant relationship with firm 
performance. Further, as presented in Table 4; the relationship between CRM dimensions and firm performance is 
positive and significant. Firm performance is significantly related to CRM orientation, knowledge management and 
technology-based CRM. Hence H2 is also supported with the exception that enforcing customer centric organizational 
systems, encouraging employees for one-to-one dialogues with customers, or offering customized products or services 
do not appear as translating CRM efforts to firm performance.  
Table 3. Results of the regression analysis – Relationship between OLC dimensions and CRM dimensions. 
 Dependent Variables 
Customer Focus CRM Orientation 
Knowledge 
Management 
Technology-based 
CRM Firm Performance 
Independent V. β Sig. β Sig. β Sig. β Sig. β Sig. 
Managerial Commitment .09 .44 .74 .04 .09 .43 .21* .07 .07 .57 
Systems Perspective .19* .10 .08 .17 .16* .09 .01 .90 .11 .29 
Openness and Experimentation .09 .45 .38* .01 .10 .37 .15 .21 .27** .04 
Knowledge sharing and integ. .37** .02 .18* .10 .43*** .00 .39*** .001 .25** .03 
 
R² = .38 
F = 14.78 
DW= 2.09 
R² = .43 
F = 18.18 
Sig. = 1.94 
R² = .46 
F = 21.30 
DW= 2.43 
R² = .45 
F = 20.05 
DW= 1.73 
R² = .38 
F = 14.79 
DW= 2.10 
*p<0.10, **p<0.05, ***p<0.01 
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Table 4. Results of the regression analysis – Relationship between CRM dimensions and firm performance. 
 Dependent Variables 
Firm Performance 
Independent V. β Sig. 
Customer Focus -.003 .97 
CRM Orientation  .24** .008 
Knowledge Management .28***   .009 
Technology-based CRM .34*** .001 
 R² = .57, F = 32.94  DW = 2.16 
*p<0.10, **p<0.05, ***p<0.01 
4.3. Managerial Implications and Future Research Directions 
Firms need to invest in a shared culture of learning throughout the organization, establish a management team 
committed to learning, establish systems for knowledge creation and dissemination across functional boundaries, 
encourage openness to the external environment, facilitate risk taking and eliminate barriers to change and support the 
infusion of common interpretation among individuals. A mutually beneficial, long-term customer relationship value 
can be established when all organizational members recognize that they can unitarily contribute to generate customer 
value utilizing past knowledge and experiences embedded within organizational processes and are synergistically 
brought together to explore renewed solutions for customers and empowered to effectively communicate, share and 
interpret that knowledge. This way banks can respond to their clients' needs through customized services, utilize call 
centers more efficiently, discover new clients, provide better control and transparency which results in accountability, 
provide a broader coverage of clients and a service consistency. 
Future research can indeed focus on the organizational structures, processes and capabilities which support CRM 
applications for higher firm performance. Moreover the mediating role of CRM in the relationship between OLC and 
firm performance is a promising area of study. Research in these areas will contribute to building thriving customer 
relationships which transmit the comprehensive CRM approach of establishing an all inclusive company mission, an 
integrative business strategy, a proactive approach in operational processes and a dynamic technology utilization into 
the firm’s ability to create superior customer value and enhance customer loyalty, satisfaction and retention, 
profitability, cost reductions, return on investment and therefore financial and non-financial performance 
improvement.  
Like any empirical research, this study contains some methodological strengths and limitations. Specifically, our 
research is prone to common method bias since, the dependent variable in the survey was answered by the same 
respondents who answered the independent variable questions, in a cross-sectional manner.  Second, as with all cross-
sectional research, the relationship tested in this study represents a snapshot in time. While it is likely that the 
conditions under which the data were collected will essentially remain the same, there are no guarantees that this will 
be the case. Third this research is done in the banking industry in Turkey hence the results reported here emerge from 
a local area and a specific sector and may differ for firms operating in different cultural, environmental and political 
conditions. Despite these limitations this study provides important implications in the context of a developing country 
from theoretical and practical perspectives. 
5. Discussion and Conclusion 
The aim of this research is to empirically test the effect of organizational learning capability (OLC) on CRM and  
their mutual effect on firm performance. Keramati et al., (2010) suggests that investigating the influence of a holistic 
CRM approach on firm performance have more meaningful implications for firms to find the complementary 
organizational processes which leverage all CRM dimensions to efficiently contribute to firm performance. Indeed this 
research suggests that CRM interacts with OLC in order to translate strategic, tactical and operational efforts for 
establishing long-term and mutually beneficial relationships with customers, into firm performance. This research 
adds to our knowledge of CRM in three ways. First, it emphasizes the complementary nature of insights obtained from 
OLC and CRM to successfully benefit from customer knowledge and its processing to translate new approaches into 
achieving and sustaining mutually beneficial long-term relationships with customers. Second, presents evidence that 
encouraging a learning culture, a collaborative environment across departments, use of common language and the 
adoption of a shared vision among employees supports CRM in achieving higher firm performance. Interchangeably, 
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CRM implementation, use of knowledge management initiatives, appropriate software and hardware, having right 
kind of technical personnel to support the CRM applications, embedding efficient knowledge flow mechanisms within 
the organizational structures translates the learning capability of firms into higher sustained and successful customer 
relationships along with higher performance outcomes. Third, the empirical testing is done in the banking sector and 
in the fluctuating economic conjuncture of Turkey which constitutes a gap in the literature. Service industries such as 
banking sector are increasingly gaining importance in the developing country contexts. Indeed banking sector involves 
mainly a customer-oriented approach which needs to make efficient use of CRM in order to gain positive performance 
outcomes.  
According to the results knowledge sharing and integration appears as a critical factor which enhances the success 
of CRM through engaging all organizational members in the customer-centric approach, establishing an organizational 
structure where resources are allocated according to customer satisfaction and value creation, utilizing past knowledge 
and experiences in directing towards a vision of proactivity, and making use of technology-based solutions in helping 
the integration and analysis of customer data. Further it is apparent that CRM is a significant contributor to firm 
performance in the presence of top management support towards learning, a holistic view of and an integrated effort 
towards organizational goals, a culture of openness and effective knowledge sharing among organizational members. 
Consistent with the expectations, the results provide evidence that CRM is associated with greater customer focus, an 
organization-wide integration, a better systematization of CRM related applications across departments, more effective 
use of technology to support CRM and higher knowledge sharing, collaboration and a shared value generation for 
customers when firms are willing to engage in learning, benefit from their past knowledge and experience as well as 
open to exploration of new ways in developing long-term and sustained customer relationships.  
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